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Evelina Witanama NRP.1423016024. PENERIMAAN PEREMPUAN 
INDONESIA MENGENAI KECANTIKAN BERAGAM DALAM IKLAN 
DOVE, CLEAN & CLEAR, DAN MAKE OVER. 
 
Fokus penelitian ini adalah untuk mengetahui bentuk penerimaan 
perempuan Indonesia mengenai konsep kecantikan beragam yang 
ditawarkan dalam iklan Dove, Clean & Clear, dan Make Over. Konsep 
kecantikan beragam yang dimaksud di sini ialah konsep kecantikan yang 
menganggap setiap perempuan memiliki kecantikannya masing-masing 
dan menolak untuk menstandarkan ciri-ciri fisik tertentu, sebagaimana 
yang selama ini dipandang telah menindas kaum perempuan. 
Dengan menggunakan metode Reception Analysis dalam 
perspektif encoding decoding yang dikemukakan Stuart Hall, peneliti 
membagi posisi subjek menjadi pembacaan makna dominant hegemonic 
positions (menerima dan sepakat menganut secara utuh ideologi 
kecantikan beragam), negotiated positions (sepakat dengan ideologi 
kecantikan beragam tetapi dalam satu dua kasus masih tidak 
menerapkan), dan oppositional positions (menolak atau mengubah makna 
pesan kecantikan beragam yang disampaikan iklan).  
 
Kata Kunci: Reception Analysis, Kecantikan Beragam, Warna Kulit, 




Evelina Witanama NRP.1423016024. ACCEPTANCE OF INDONESIAN 
WOMEN ABOUT VARIOUS BEAUTY IN DOVE, CLEAN & CLEAR 
ADVERTISING, AND MAKE OVER. 
 
The focus of this research is to find out the forms of acceptance 
of Indonesian women regarding the various beauty concepts offered in 
Dove, Clean & Clear, and Make Over advertisements. The concept of 
diverse beauty referred to here is the concept of beauty which considers 
every woman to have her own beauty and refuses to standardize certain 
physical characteristics, as has been seen to have oppressed women. 
By using the Reception Analysis method in the perspective of the 
encoding decoding proposed by Stuart Hall, researchers divided the 
subject's position into reading the meaning of dominant hegemonic 
positions (accepting and agreeing to embrace the full diversity of 
ideologies of beauty), negotiated positions (agreeing with diverse beauty 
ideologies but in one or two cases still not applying), and oppositional 
positions (rejecting or changing the meaning of the diverse beauty 
messages conveyed by advertisements). 
 
Keywords: Reception Analysis, Diverse Beauty, Skin Color, Body Shape, 
Hair Shape, Corporate Advertising 
 
  
 
  
 
